





























































 This	dissertation	gave	me	the	unique	and	unforgettable	experience	of	integrating	my	professional	career,	community	and	the	journey	of	my	PhD.		Much	of	the	work	involved	building	practical,	professional	and	academic	bridges	to	enable	the	collection	of	data	and	the	development	ideas.	It	also	provided	me	with	the	wonderful	combination	of	teaching	and	learning.	It	was	undoubtedly	a	special	and	enriching	experience.			 First,	I	would	like	to	thank	my	supervisor	Kieran	Bonner.		Reflecting	on	my	preliminary	conversations	with	him	during	my	course	work,	I	laugh	at	how	little	I	knew.	Kieran	was	incredibly	patient	with	me,	and	is	a	great	mentor	and	friend.	His	flexibility,	encouragement,	pragmatism,	and	wisdom	enabled	me	to	navigate	a	very	complex	set	of	content	and	stakeholders	to	get	to	this	point.	I	feel	very	lucky	that	he	took	me	under	his	wing	as	his	student	and	to	have	him	as	a	friend.			 I’d	also	like	to	thank	my	committee.	Dave	Goodwin	was	exactly	what	I	needed	to	complement	the	academy	“from	inside	the	academy”,	and	to	push	my	writing	abilities	to	the	next	level.	Dave	has	put	together	a	career	that	I	admire	and	aspire	to.	Dave’s	work	is	a	unique	combination	of	industry,	interdisciplinary	academia,	teaching	and	technology.	He	has	developed	incredible	vision	by	combining	these	areas	and	is	someone	that	I	look	up	to.	John	McLevey	joined	midway	through	and	instantly	earned	my	admiration.	John	has	pushed	me	in	two	very	important	areas:	First,	ensuring	that	my	work	speaks	to	contemporary	interests	and	is	accessible,	and	second,	pushing	me	beyond	the	“routine”	findings	that	students	regularly	cannot	escape,	toward	producing	unique	insights.		 I	am	grateful	to	John	Goyder	for	inspiring	me	as	an	undergraduate,	and	for	advocating	for	my	acceptance	as	a	part-time	PhD	student.	Education	and	work	have	been	two	rewarding	areas	of	my	life,	and	John	was	able	to	convince	the	department	that	I	should	be	accepted	as	a	part-time	student.	This	allowed	me	to	embark	on	a	fulfilling	career,	while	satisfying	the	intellectual	curiosity	I	desired.			 Thank	you	to	my	“former”	committee	member	Patrick	Watson	(who	is	still	a	major	influence).	Patrick	introduced	me	to	different	corners	of	ethnomethodology	and	HCI	that	I	would	have	never	discovered	on	my	
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1. Google	Adwords	or	DoubleClick	 for	Advertisers:	 online	advertising	 services	 that	allow	advertisers	 to	place	and	manage	advertising	according	to	a	multitude	of	targeting	options.		
2. Analytical	tools	 including	Google	Analytics:	a	web	analytics	and	reporting	service	for	an	advertiser’s	digital	properties.		
3. Google	Trends:	a	tool	for	analyzing	trending	search	queries.		






















































































































































































































































































































































































































































































































































































































































technology	is	assumed	to	be	absolute	and	unquestioned,	which,	as	Grant	has	argued,	ironically	undermines	our	capacity	to	talk	about	purpose	or	point	of	technological	expansion.	Without	critically	analyzing	the	hold	that	these	desires	have	on	discourse	(cf.	Bonner,	1998),	the	notion	that	humans	are	outside	and	above	the	power	they	exercise	is	perpetuated.			 Arendt	(1958)	and	Grant	(1969)	offer	an	ontological	critique	of	social	inquiry	in	modernity,	both	suggesting	that	social	scientific	methods	(including	the	methods	for	creating	better	big	data	and	analytics)	“treat	themselves	as	messengers	and	neutral	instruments”	(Bonner,	2001:	p.279),	which	renders	the	“question	of	the	authority	for	speech	and	its	appearance	as	a	socio-historical	action	…	invisible”	(p.279).	Blum	and	McHugh	and	Bonner’s	analysis	allows	us	to	raise	this	issue	by	examining	talk	and	beginning	to	take	it	on	in	a	more	critical	way.			 From	the	perspective	of	the	human	condition,	if	not	from	recent	experience	of	the	danger	of	expanding	technological	power,	assuming	that	humans	are	outside	and	above	the	power	they	exercise	is	a	deep	illusion,	as	can	be	seen	by	the	unintended	consequences	of	information	technology,	in	particular	the	ethical	crises	of	who	has	access	to	what	information,	which	parties	take	or	use	that	information	for	sinister	purposes,	and	the	variety	of	economic,	environmental,	and	geopolitical	consequences	catalyzed	by	the	disposable	gadgets	connected	to	the	Internet	or	otherwise.			 Looking	to	Ellul,	Grant	(1969)	saw	that	technology	had	taken	on	a	deterministic	character	and	we	had	lost	our	ability	to	to	influence	its	direction.	For	Grant	(1969),	we	are	in	a	tight	circle	of	technocratic	rationality	and	efficiency	and	have	lost	our	ability	to	truly	act	outside	of	this	tight	circle.	Arendt	(1958)	offers	as	a	contrast	to	the	production	paradigm	the	“praxis	paradigm,”	where	humans	are	formulated	as	part	of,	and	tied	to,	the	power	they	exercise.	Both	Blum	and	McHugh	and	Bonner’s	analysis,	and	Arendt	and	Grant’s	critique	of	modernity	and	its	methods,	provide	an	opportunity	for	us	to	identify	this	interest	in	technological	power,	and	the	technical	means	used	to	embolden	the	pursuit	for	that	power,	to	put	them	into	a	wider	frame	of	reference	for	the	exercise	of	phronesis.	Here	we	would	pursue	a	“wisdom	which	is	not	abstractly	theoretical	but	rather	is	a	wisdom	which	discloses	itself	through	action”	(Bonner,	1998:	p.56).	
	 157	





























































































	  The	next	interface	shows	potential	websites,	applications,	and	videos	that	an	advertiser	can	place	advertisements	against	and	their	relevance	to	the	selected	segments. 
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The	next	interface	shows	age	and	gender	selection	options	and	associated	targeting	volume. 
 
	
	
 The	next	shows	keyword	level	segment	targeting	opportunity	by	volume. 
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The	next	interface	shows	“interest”	or	“affinity”	audience	opportunities	by	volume.	These	segments	are	developed	by	previous	browsing	behavior	and	are	available	for	targeting.	They	are	refreshed	frequently.	 
 
	
	
Analysts	can	export	data	and	run	analyses	prior	to	developing	campaign	targeting	settings.	They	can	run	a	very	detailed	investigation	with	this	data	and	feed	the	custom	output	of	the	analysis	into	the	advertising	targeting	system. 
.  
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Appendix	C:	Survey	Data—Google	Consumer	Surveys	
 Google	Consumer	Surveys	allow	survey	researchers	to	target	the	same	type	of	Doubleclick	Cookies	(targeting)	as	the	display	campaigns	mentioned	above.	Analysts	may	set	up	market	research	surveys	to	target	these	cookies	(segments).	Once	data	has	been	collected,	data	can	be	analyzed	in	the	interface	below.	 
 
 
 
 
 
 
 Below	is	an	example	of	completed	questions	in	a	Google	Consumer	Survey.	 
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 Below	is	an	example	of	a	CSV	cross-tab	export	from	a	Google	Consumer	Survey.	Analysts	can	use	these	files	to	run	analyses	for	clients	on	future	marketing	campaign	opportunities.	This	data	is	frequently	combined	with	the	other	analyses	mentioned	above.
 
	
(google.com/consumersurveys) 
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Appendix	D:	Google	Adwords	API	and	Campaign	Reporting	
 The	Google	Adwords	API	can	be	accessed	using	proprietary	reporting	systems.	Accessing	this	API	allows	Google	workers	and	others	to	run	analyses	of	campaigns	that	have	already	been	completed.	This	can	be	done	according	to	many	segmentation	dimensions,	as	mentioned	above.	Analysts	routinely	make	use	of	this	technology	to	conduct	their	analyses.	 
 A	CSV	file	of	reporting	categories. 
 
 
 Developer	guide	describing	how	to	enable	this	reporting	using	the	Adwords	API. 
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 (developers.google.com/adwords/api/docs/guides/reporting-concepts#segmentation) 
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Appendix	E:	Example	of	eCommerce	Reporting	Using	Google	Analytics	
 Analysts	frequently	use	Google	Analytics	to	examine	sales	and	other	conversion	data	in	reports.	They	can	configure	these	reports	to	examine	which	segments	and	related	variables	performed	best.	 
 Below	is	an	example	of	a	Google	Analytics	report	showing	conversion	rate	according	to	different	web	sources	(Google	and	Yahoo	in	this	example).	It	also	shows	how	quickly	visitors	left	following	a	click	on	an	advertisement	(Bounce	Rate)	and	how	much	each	website	visit	was	worth	according	to	the	conversions	that	happened	after	clicking	on	that	advertisement	(Per	Visit	Value).	 
	
(google.com/analytics/gallery/#landing/start/) 
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Appendix	F:	Glossary	
 
Analysts:	individuals	responsible	for	the	“analytics”	of	a	given	advertising	account	or	initiative.	The	analyst	monitors	new	segment	opportunities	for	the	campaign	and	also	provides	an	assessment	of	how	to	achieve	the	greatest	success	from	current	campaigns.	The	analyst	also	looks	for	opportunities	prior	to	the	campaign	by	mining	data	at	their	disposal.	Periodically,	these	analysts	have	direct	advertising	client	contact,	however,	they	most	frequently	work	with	Product	Management	and	Client	Management	teams	internally.	They	advise	on	selecting	and	refining	attributes	to	deliver	advertising	to	particular	groups	of	people	and	in	highly	technical	cases	help	the	Client	Management	team	implement	solutions.	 
 
Audience	Products:	these	are	digital	consumer	profiles,	the	technical	application	of	the	“segments”	in	advertising.	They	are	digital	profiles	created	by	observing	and	applying	qualified	interest	in	a	particular	topic,	such	as	a	number	of	visits	or	time	spent	on	categories	of	sites	(affinity	segments),	or	people	who	have	visited	a	specific	website	(remarketing	segments).	 
 
B2B	(Business-to-Business):	B2B	is	a	client	sales	and	marketing	model.	In	a	B2B	model,	goods	or	service	providers	serve	another	business	as	a	customer	(as	opposed	to	an	end	consumer).	For	example,	a	business	selling	advertising	would	be	considered	B2B,	whereas	a	company	selling	packaged	food	is	primarily	considered	B2C.	 
 
Banner/Display	Advertising:	advertising	that	is	placed	on	a	web	page,	typically	in	the	form	of	a	static	image.	These	advertisements	can	be	a	multitude	of	sizes	or	configurations.	 
 
Brand	exposure	advertisers:	advertisers	interested	in	reaching	segments	of	the	population	and	influencing	their	perception	with	brand	advertising,	as	opposed	to	generating	an	online	sale.	 
 
Brand	Leads:	Brand	Leads	are	brand	advertising	campaign	specialists.	They	are	shared	resources	that	help	Client	Managers	with	domain	specific	knowledge	in	the	sales	process.	They	help	client	teams,	and	ultimately	advertisers,	conceptualize	advertising	campaigns	with	a	brand	exposure	advertising	goal	(versus	an	online	sales	goal)	and	draw	on	brand	marketing	expertise	and	knowledge	of	branding-focused	digital	products	(YouTube	video	advertisements	in	this	case). 
 
Client	Managers:	Client	Managers	oversee	advertiser	accounts.	They	define	objectives	with	advertisers	and	help	conceptualize	and	launch	campaigns.	They	are	commonly	referred	to	interchangeably	as	account	executives,	account	managers,	or	business	managers.	This	work	often	requires	that	they	develop	recommendations	using	consumer	research.	Thus,	Client	Managers	work	very	closely	with	Analysts/Analytical	Leads	to	develop	advertising	stories	through	quantitative	analysis.	 
 
Client/Advertiser:	the	group	or	individual	who	purchases	advertising	and	related	targeting.	 
 
Customer	Relationship	Management	System/Software:	software	used	to	store	and	apply	information	about	customers	and	contacts	for	a	given	business.	 
 
Doubleclick	for	Advertisers:	online	software	for	managing	programmatic	advertising	campaigns	(see	programmatic	definition).	 
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Google	Adwords:	online	software	for	managing	advertising	campaigns	with	Google.	 
 
Google	Analytics:	web	analytics	and	reporting	service	for	an	advertiser’s	digital	properties.	This	is	primarily	used	as	a	service	for	capturing	all	online	sales	from	advertisements	that	occur	on	a	user’s	website.	 
 
Google	Consumer	Surveys	(GCS):	a	survey	platform	that	uses	web	profiles	to	target	“micro	surveys”	and	allow	users	to	manage	those	surveys	in	a	web	interface.	 
 
Google	Trends:	a	public	tool	with	a	simple	graphical	user	interface	that	provides	a	multitude	of	options	for	analyzing	search	query	trends	that	occur	on	Google.com. 
 
Product	Leads:	Product	Leads	are	technical	advertising	product	specialists.	They	are	shared	resources	available	to	Client	Managers	on	an	advertising	team.	They	help	Client	Managers	with	technical	knowledge	specific	to	a	particular	advertising	product	area.	Product	Leads	can	be	as	technical	as	engineers,	and	have	typically	held	advertiser-facing	sales	roles	in	the	past.	For	Client	Managers,	Product	Leads	are	representatives	for	research	and	development.	 
 
Programmatic	Advertising:	an	automated	system	used	to	buy	advertising	through	an	auction	across	many	Internet	advertising	providers.	Advertisers	enter	a	bid,	as	well	as	some	consumer	segment	characteristics,	and	purchase	Internet	placements	according	to	the	price	they	are	willing	to	pay	and	the	attributes	of	the	segment	they	have	selected	(their	web	behaviors,	offline	purchase	behaviors,	their	interests,	their	demographics,	etc.)	 
 
Request	for	proposal	(RFP):	“Request	for	Proposals”	(RFPs)	originate	from	clients	(advertising	customers),	and	are	documents	inviting	advertising	providers	like	Google	to	present	plans	for	campaigns	according	to	a	set	of	specifications.	These	requirements	include	business	objectives	and	a	variety	of	advertising	campaign	goals,	including	the	commitment	to	reach	certain	consumer	segments	(groups	of	people	an	advertiser	wants	to	influence).	The	campaign	plan	in	the	RFP	response	typically	includes	desired	storylines	and	supporting	technical	specifications.	This	involves	working	knowledge	of	a	range	of	consumer	profile	targeting	capabilities	and	video	advertising	formats.	 
 
Search	Advertising:	advertising	that	surfaces	when	a	user	searches	in	a	search	engine.	Advertisers	purchase	this	advertising	by	bidding	on	keywords	in	an	auction	in	Adwords.	 
 
Trends	for	Marketers	(T4M):	using	Google	search	query	data,	this	tool	allows	analysts	to	categorize	and	analyze	search	queries	related	to	brands	in	aggregate.	 
 
Ubi-insight	tools:	a	small	but	rapidly	growing	group	of	research	tools	that	can	rapidly	derive	rich	consumer	information	from	digital	signals	using	big	data.	These	tools	are	highly	accessible	and	available	to	the	general	public.	They	include	Google	Trends	and	Google	Consumer	Surveys.	 
 
Video	Advertising:	advertising	that	plays	prior	to	an	online	video,	or	somewhere	on	a	publisher’s	website,	e.g.	YouTube	video	ads.	 
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